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In recent years， the old notion that brand is a source of long-term profit of the firm is 
being reexamined. The nurturing of new brands， the sustain of brand loyalty of existing 
brands have been occupying an important place in the marketing strategy of the com-
pany. Unlike a product， a brand is an invisible asset of the company. That is brands are 
understood as being symbols/sign and having meanings. In this thesis， a consideration is made 
of consumers' attachment of a meaning structure to a given brand. 
On the basis of social and personal interpretations， consumers recognize that inside the brand 
are things in the form of symbols which have several meanings. Among brands exist various 
ways of interpretation. Several consumers may give the same meaning to a given brand， but 
give different meanings to another brand. The following form the objective of this thesis. 
1) To present extent to which an interpretation of the meaning of a brand can be defined 
from a framework of meaning dimension. 
2) Use the framework defined uhder 1) above， to conduct a case study using two product 
categories， namely lipsticks and mineral water. The case study aims at finding out the 
meaning the main brands in these brand categories possess. 
3) Make some additional consideration from strategic perspective concerning the relationship 
between the meaning dimension and brand recal. 
はじめに
今日，マーケティング領域においてブランド研究が再度注目を集めている.中でも米国におけるアーカー











































































出所)T.S.Wurster， "The Leading Brands: 1925-1985， 
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ブランド 人数 {再生率} ブランド 人数 {千写生率)
ピアソ 78 {五歩.6%) シャネlv 32 (32克}
大事のおいしいま 12 (10.79の レ‘ンぉンテ 19 (19%) 
パルヴェー ル 6 (5.4克} オー ブ 12 (12%) 
ヴィァデル (4.5%) テステ4ぞ ? 。?の
ボルヴイヅタ ヰ (3.69の ディオー ル 長 {五?の
高7長プスの支皇室 2 (1.8%) 九守ウエムラ 。克}
その龍 付.4%) ? 9ニータ 3 (3%) 
ア…デン 2 (2%) 
その他 14 (14克}
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